Researching travel trends of new generations is the first step for tourism providers towards modifying their offers in order to match target markets' needs. The above represents this paper's primary purpose. The motivation and behavior of the new generations, also known as Millennials or Generation Y and Post-Millennials or Generation Z, influence the contemporary tourism characteristics. They are both more than familiar with recent technology trends and usage. There are two main goals of this paper. The first is to determine the behavior of Generation Y and Z members during their stay in the tourist destination and their preferences in terms of company, accommodation and transport options. The second goal of this paper focuses on exploring the behavior of the Y and Z generation members related the dissemination of information about their stay in a tourist destination. Questions covered issues regarding review writing about a tourist destination or accommodation, the timing of writing -during or after returning from a tourist destination, the announcement of their travel intentions on social networks etc. A significant number of respondents post on social media and write online reviews regarding their travel experiences. The originality of the papers steams from the insufficient studies of the topic. The research methodology applied an online survey as the main research instrument. The main limitations are related to the minor geographical area researched.
INTRODUCTION
This paper explores the key travel habits of younger generations on the gap of Generation Y and Z. Since the topic of travel consumer behavior is rather wide, the focus will be on the visit phase and the post-buying phase in leisure travel.
The research aims to answer the following key questions:
1. Who do representatives of Gen Y and Gen Z travel with? 2. What kind of transportation to the destination do they prefer? 3. Do they prefer cheaper accommodation such as hostels and campsites? 4. Are they active contributors of reviews in tourism? If so, do they post them: immediately after consummation or later?
These finding will give an insight into some key aspects of travel habits of these two generations that could benefit travel providers into caring better for their needs. The significance of the research is especially evident in light of the visit phase which lack studies, while in light of social media marketing, the post staying phase is tightly related to a growing trend of sharing experiences online and being influenced by reviews. The research of the motives of tourists is particularly important, thus this topic was studied by many authors (Beard and Ragheb 1983 , Crandall 1980 , Crompton 1979 , Dann 1981 , Driver and Manfredo 1996 , Gitelson and Kerstetter 1990 , Hollender 1977 , Krippendorf 1987 , Lee & Crompton 1992 , Loker and Perdue 1992 , 1983 , Pearce 1988 , 1991b , Shoemaker 1989 . Namely, motives represent internal factors influencing the activity directing it and managing it (Kesić, 2006) . By revealing the motif, it is possible to understand the factors that e-ISSN: 2407-392X. p-ISSN: 2541-0857 encourage tourists on a trip and thus get information that will enable the adjustment of marketing elements and marketing activities in order to reach an increase in tourist satisfaction. This means that it is necessary to explore the level of tourist Customer satisfaction is essential for more frequent, repetitive purchases, and recommendations to other users (Hill and Alexander 2006 (Scott, 2008) .
However, the group differs from the other. Generation Y members were born between the eighties and the start of the new millennium (Postolov, Sopova, Iliev, 2017) . They are also called the "Millennial Generation". This is the generation defined by the internet and increasingly globally connected world.
They were raised with the belief that anything is possible since they were protected by their parents. (Fromm, 2018) . Globally, one Kinetics (2018). In the post-purchase period a significant amount of UGC (User Generated Content) in tourism is formed such as reviews, comments, suggestions (Dedić, 2017) .
METHODOLOGY AND DATA
The research was conducted using It is more than ever needed to make the tourists satisfied considering the overall experience of the travel, since they are ready to share their experience both, 
